














due	 to	 the	 environmental	 problems	 caused	 by	 people's	 consumption.	 Therefore,	 social	






the	 biospheric	 value	 as	 one	 of	 the	 self-transcendence	 values	 moderates	 the	 effect	 of	
normative	goal	towards	pro-environmental	behavior,	proposed	in	preliminary	studies.	The	






















	 The	 United	 Nations	 has	 issued	 a	 document	 on	 Sustainable	 Development	 Goals,	
including	 Ensure	 Sustainable	 Consumption	 and	 Production	 Patterns,	 which	 essentially	
promote	economic	growth,	 save	energy,	 and	adopt	a	 sustainable	 lifestyle	 (UNEP,	2012).	
Nowadays,	consumers	are	required	to	implement	pro-environmental	behavior	to	achieve	
sustainable	consumption.	
Generally,	pro-environmental	behavior	 is	 interpreted	as	 the	use	of	products	and	
services	with	minimum	natural	raw	and	toxic	materials	that	do	not	cause	gas	emissions	and	
pollution.	The	ultimate	goal	of	environmental	care	behavior	is	to	continue	to	meet	future	
generations'	 needs,	 as	 reflected	 in	 the	 sustainable	 development	 concept	 coined	 by	 the	
United	Nations	(UNEP,	2012).	
The	 Brundtland	 Report	 publication	 raised	 the	 idea	 of	 using	 social	marketing	 to	
reduce	 consumption,	 which	 is	 expected	 to	 help	 achieve	 sustainability	 by	 providing	
campaigns	on	the	people's	behavior	changes	(Peattie	&	Peattie,	2009).	Furthermore,	 the	
United	Nations	Environment	Program	(UNEP,	2012)	also	released	a	report	stating	the	need	




concepts	 to	 create	awareness	on	social-related	 issues	and	changes	 in	people's	behavior.	
However,	 Saunders	 et	 al.	 (2015)	 stated	 that	 social	 marketing	 is	 the	 development	 of	







out	 the	 recycling	 (Park	 &	 Ha,	 2012;	 Stern,	 2000).	 Therefore,	 in	 campaigning	 for	
environmental	care	behavior,	an	understanding	of	the	factors	capable	of	promoting	people	
is	 needed.	 This	 is	 because	 by	 knowing	 these	 factors,	 designing	 social	 messages	 or	
advertisements	becomes	more	focused.	





theories	 are	 proven	 to	 explain	 the	 factors	 capable	 of	 encouraging	 people	 to	 adopt	
environmental	care	behaviors.	




processes	 which	 leads	 to	 environmental	 care	 behavior.	 Gain	 is	 people's	 purpose	 of	






been	 widely	 applied	 in	 empirical	 studies.	 A	 research	 carried	 out	 by	 Chakraborty	 et	 al.	
(2017)	using	GFT	 found	 that	normative	 goals	 among	 students	promote	 them	 to	behave	







effect	 of	 hedonic	 goals	 towards	 environmental	 care	 behavior,	 driven	 by	 pleasure.	
Conversely,	 the	 effect	 of	 gain	 goals	 towards	 environmental	 care	behavior	has	 also	been	
shown	to	be	significant	(Bolderdijk	et	al.,	2011;	de	Groot	&	Steg,	2009;	Griskevicius	et	al.,	
2010;	Noppers	et	al.,	2014).	
Steg	 et	 al.	 (2014)	 developed	 a	 theoretical	 concept	 to	 support	 the	 initial	 idea	 of	
strengthening	 normative	 goals	 by	 proposing	 an	 integrated	 concept	 to	 promote	
environmental	 care	 behavior.	 The	 proposition	 put	 forward	 is	 that	 the	 normative	 goal	
depends	on	the	biospheric	values.	Originally	introduced	by	Stern	(2000),	biospheric	values	




al.,	 2019),	 energy-saving	 (Van	der	Werff	 et	 al.,	 2014),	 reduce	 gas	 emissions	 (Steg	 et	 al.,	
2011),	save	water	for	bathing	(Steg	et	al.,	2014)	and	decrease	the	use	of	energy	at	home	
(van	der	Werff	&	Steg,	2016).	However,	research	involving	biospheric	value	as	a	moderating	
variable	has	not	been	conducted.	Steg	et	al.	 (2014)	stated	 that	 the	biospheric	value	 in	a	
person	 can	 activate	 normative	 goals,	 namely	 the	 obligation	 that	 a	 person	 feels	 to	 have	
environmental	care	behavior	according	to	the	prevailing	norms	(to	act	appropriately).	









In	 connection	 with	 the	 local	 government’s	 regulation	 regarding	 the	 use	 of	 eco-
friendly	shopping	bags,	almost	all	retailers,	such	as	modern	malls	and	minimarkets,	have	















placing	 messages	 on	 goods	 shelves.	 The	 three	 authors	 stated	 that	 consumers	 as	
communication	targets	need	to	provide	clear	information	and	products	on	the	appearance	
of	messages	to	attract	attention.	
Saber	 &	 Weber	 (2019)	 stated	 that	 the	 three	 important	 things	 in	 in-store-






Research	 on	 in-store-communication	 related	 to	 sustainable	 consumption	 has	
discussed	 the	 placement	 of	 organic,	 Fair	 Trade,	 and	 environmentally-friendly	 certified	
products	(Carrero	&	Valor,	2012;	Bezençon	&	Etemad-Sajadi,	2015).	However,	 there	are	
still	no	discussions	on	in-store-communication	using	messages	that	promote	consumers	to	
use	 reusable	 bags	 as	 part	 of	 sustainable	 consumption.	 Furthermore,	 consumers'	






The	 Hedonic	 goal	 aims	 to	 ensure	 people	 have	 fun	 by	 buying	 environmentally	
friendly	products.	Eren	et	al.	(2012),	Jakovcevic	&	Steg	(2013),	Lindenberg	&	Steg	(2013),	
and	 Steg	 et	 al.	 (2014)	 concluded	 that	 there	 is	 an	 effect	 of	 hedonic	 goals	 towards	 the	
intention	to	carry	out	environmental	care	behavior.	
The	 gain	 goals	 describe	 the	 purpose	 to	 be	 achieved	 after	 people	 consider	 the	
benefits	 obtained	 in	 performing	 an	 activity.	 Grisvikevicious	 et	 al.	 (2010)	 stated	 that	






existing	 norms	 is	more	motivated	 to	 carry	 out	 environmental	 care	 behavior.	 Steg	 et	 al.	













through	 hypothesis	 testing.	 The	 research	 design	 is	 following	 the	 study	 carried	 out	 by	
Sekaran	&	Bougie	(2014),	which	consisted	of	several	steps.	These	included	determining	a	




have	 seen	 and	 understand	 the	 importance	 of	 reusable	 bags	 to	 the	 environment.	 This	
research	 uses	 five	 variables,	 namely	 Hedonic,	 Gain	 and	 Normative	 Goals	 adapted	 from	
Chakraborty	et	al.	(2017),	Biospheric	value	from	De	Groot	et	al.	(2012),	and	the	intention	

















3. It	 is	 fun	 to	 be	 able	 to	 participate	 in	 environmental	
activities.	
4. I	 enjoy	 carrying	 out	 activities	 that	 benefit	 the	
environment.	
5. Conducting	eco-friendly	behavior	makes	me	happy.	



















1. Studying	 the	 sustainability	 aspect	 through	 various	
sources	is	very	useful.	






















































3. I	 am	 willing	 to	 learn	 more	 about	 reusable	 bags	 by	
gathering	information.		
4. I	 recommended	 the	 reusable	 bag	 to	my	 friends,	 and	
they	are	willing	to	make	purchases.		

























1. I	 feel	 it	 is	 important	 to	 preserve	 the	 natural	
environment.	



































Hypothesis		 ρ	value	 Estimate	 Decision		
H1:	 There	 is	 a	 positive	 effect	 of	




H2:	 There	 is	 a	 positive	 effect	 of	
hedonic	 goals	 towards	 the	 intention	








biospheric	 value	 on	 the	 effect	 of	












behavior.	 Although	 this	 finding	 contradicts	 several	 previous	 studies,	 the	 goal	 framing	
















findings	 showed	 that	 more	 respondents	 are	 willing	 to	 buy	 reusable	 bags	 due	 to	 the	







inability	 of	 the	 normative	 goals	 to	 promote	 people	 to	 buy	 reusable	 bags.	 These	 testing	
results	are	in	line	with	the	research	carried	out	by	Steg	et	al.	(2014),	which	stated	the	use	
of	 biospheric	 values	 to	 strengthen	 normative	 goals	 in	 a	 person,	 which	 creates	
environmental	care	behavior.	Information	or	cues	are	designed	to	describe	society's	social	





There	 are	 several	 conclusions	 associated	with	 this	 research.	 Firstly,	 there	 is	 no	
positive	 effect	 of	 normative	 and	 hedonic	 goals	 towards	 the	 intention	 to	 carry	 out	
environmental	care	behavior	instead	of	the	main	goal.	Finally,	the	role	of	biospheric	value	
moderation	is	proven	to	be	able	to	strengthen	the	effect	of	normative	goals	towards	the	
intention	 to	 conduct	 environmental	 care	 behavior.	 This	 research	 is	 used	 as	 input	 for	
designing	social	campaigns	or	advertisements	regarding	reusable	bags	to	change	people's	
shopping	 behavior	 through	 in-store	 communication	 at	 retailers.	 The	 essence	 of	 social	
marketing	 is	 using	 the	 marketing	 concept	 approach	 to	 change	 the	 target	 audience's	
behavior.	
The	 first	 suggestion	 is	 to	 promote	 retailers’	 minimarkets,	 supermarkets,	 and	
hypermarkets	in	campaigning	in-store	by	displaying	advertisements,	which	shows	the	use	
of	reusable	bags	 for	consumers	and	 its	benefits	 for	 the	environment.	The	advertisement	
scenario	 is	 designed	 using	 the	 gain	 goal	 approach,	 which	 provides	 information	 to	
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